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Buy BRU SS and get the PLANER 
that EXACTLY suits YOUR needs! 


\ 








NO OTHER LINE OFFERS SO MANY MODELS AND SIZES 


When you buy a BUSS planer you not only get a machine that will give you the best 
job of planing in the shortest possible time, but a machine that is virtually custom built 
to your particular production requirements. For example: Our Model 44, 4-roll and Model 
66, 6-roll single surface cabinet planers are available in a total of *20 sizes as compared 
to two to four sizes of machines in the same category offered by other planer manufacturers. 
In addition, we have all the other models shown below, available in various capacities. Con- 
sequently, when you buy a BUSS planer you never need pay for extra capacity you do not 
need. But, on the other hand, when extra large capacity is a real asset, you’ll find that 
BUSS offers a planer of larger capacity (52” width) than any other on the market. Ubvious- 
ly, we are exceptionally well situated to provide you with the planer that will net you the 
greatest return that can be had from an investment in planers. Let us consult with you on 
your requirements. Bulletins on request. 


* MODEL 44 CAPACITIES: 26” x 8, 28” x 8, 30” x 8, 32” x 8, 36” x 8, 38” x 8, 40” x 8, 
42” x 8, 44” x 8, 46” x 8, 50” x 8 & 52” x8 
* MODEL 66 CAPACITIES: 30” x 8,32” x 8,36" x 8, 38” x8, 40” x8, 42”x8, 50” x8, 52”x8. 


THERE’S A BUSS PLANER TO EXACTLY SUIT YOUR NEEDS 


6 MODELS No. 4-L single Surface, No. 66 single Sur- No. 88 pouble sur- No. 55 Heavy duty MICRO-SURFACER for 


medium sized planer for face, 6 roll planer face, 8 roll planer Double Surfacer for Planing hardboard and 
first cutting and finish- for first cutting and for first cutting and _ planing rough lumber. other very thin materials. 
40 SIZES ing work. finishing work. finishing work. 


SINCE 1862 


MACHINE WORKS 


230 EIGHTH STREET ® HOLLAND, MICHIGAN 























Important News for industrial users 


~ POPE & TALBOT 











The most exciting recent develop- 
ment in industrial materials is particle 
board — the new core stock material 
that is revolutionizing parts of your 
industry. 

There are many ways of doing 
practically everything, including 
making particle board — you will be 
pleased to know that Pope & Talbot’s 
Particleboard is of the same high 
standard as all Pope & Talbot prod- 
ucts have been for over a century. 

Try this fine quality, low-cost 
core stock material— Pope & Talbot 
Particleboard, the new building and 
industrial product manufactured at 
Oakridge, Oregon. 


POPE & TALBOT, Inc. 


Forest products since 1849 
3070 Northwest Front « Portland, Oregon 


October, 1957 


PARTICLEBOARD 
READY FOR 
SHIPMENT NOW 












Plastic 
laminate 





Pope & Talbot 
Particleboard 
engineered 
specifically to 
provide the desired 
bonding surface 
with balanced layer 
of wood, plastic, 

or coating. 





Wood veneer 
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To: POPE & TALBOT, Inc. 


3070 N. W. Front Avenue. . . Dept. FNI 
Portland, Oregon 


Gentlemen: 
I would like additional information on Pope & 
Talbot Particleboard. 


Name_— ’ eitindebiliiti 
Company ; seieainemeeiatiaaldiit a ce 
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“BUILDING BUSINESS WITH A BUDGET” 


A budget is both a plan of action, and a measuring stick for results. 
What you can do without a budget, you can do better with one. 

Budgeting has often been oversold as a cure for all the ills of business. 
It isn’t a substitute for good management—only a help. Taken gradually, 
like a tonic, and with the consent and cooperation of the patient, it can 
be very helpful. 

Budgeting successfully — and I’m talking about the average sized busi- 
ness, not the giants — depends on starting with the right answers to several 
questions: (1.) Just what is a budget? (2.) How complete a budget do we 
need? (3.) What shall we plan and budget first? (4.) How shall we ad- 
minister it? 

First, a budget should be considered as a plan of action. Business con- 
sists of expenses incurred and income realized, as a result of certain courses 
of action, planned or otherwise. 


Annually, monthly, or oftener — we take a look at accounting figures 
and try to appraise our income, outgo and the results. It takes well defined 
rules of accounting to present the figures simply and uniformly so that 
we can judge what has happened. 


In making plans for the future, it’s wise to plan in advance what they 
will cost — or at least to make an educated guess. That’s a budget. 

Question two: how much budget do we need? As little as possible — 
at first — applied in the right place. It’s wise to set down a plan of the 
steps we want to undertake, at the outset. The help of outside accountants 
or engineers is needed sometimes. It’s well to remember, however, that 
it takes a knowledge of your own business, to plan your business. 

A complete and comprehensive budget program would include fore- 
casting sales, planning the production to meet them, estimating the ex- 
penses, and finally preparing estimated profit and loss statements and 
balance sheets for the budget period. That may involve many individual 
budgets and detailed schedules. 

The average business may not need everything in the book. Perhaps 
the amount of paper work should grow naturally with the growth and 
demands of the business. 


What to plan and budget first, depends on the individual business. 
Intelligent control of any spending depends on having some idea of what 
you want — when you want it — and how much it ought to cost. It may be 
advertising — travel — office expenses — maintenance costs — that need a 
budget. If so, that’s the place to start. 

Most budgets fail in their administration — often from a lack of defini- 
tion of what is expected of the various people connected with and affected 
by it. 

Accounting must prepare, arrange and present budget figures and re- 
ports of results. The decisions, however, which determine “how much” 
and “what for” should be made by operating heads and approved by top 
management. An accountant needs an uncommon knowledge of the 
business as a whole, to interpret and present budgets and budget results. 


Here are a few things to remember about a budget: (1.) It’s based on 
estimates. (2.) It takes time to become fully effective. (3) It won’t run 
itself. (4.) It doesn’t take the place of management. 

With the need for forward thinking and planning that today’s business 
demands, why not build yourself a budget? You might be surprised what 
it would do for you. A 
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National News Magazine for 
FURNITURE, BEDDING and 
UPHOLSTERING INDUSTRIES 

A Cosgrove Publication 


Published monthly at American Furniture 
Mart, 666 Lake Shore Drive, Chicago 11. 
PHONE SUperior 7-4100, TELETYPE CG2583. 
Established 1929, Volume 29, Number 10. 


Circulation this issue over 10,000 copies. Con- 
trolled distribution to executives in furniture, bedding 
and upholstering industries with management, pro- 
duction, purchasing, sales and design responsibilities. 

Accepted as CONTROLLED CIRCULATION PUBLICA- 
TION at Grand Rapids, Michigan. Send Form 3579 
to FURNITURE NEWS, 666 Lake Shore Drive, 
Chicago 11, Illinois. Postage Guaranteed. 
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START YOUR ADVERTISING 
IN NEXT ISSUE. YOU MAY 
CALL RESERVATIONS FREE! 


CHICAGO — SUperior 7-6110, SUperior 
7-4100 or TELETYPE CG 2583. 
NEW YORK — Dial 211 ask for ENTER- 





PRISE 6698. 
BOSTON — Dial 211 ask ‘or ENTERPRISE 
0340. 

CLEVELAND — Diol 0 ask for ENTERPRISE 
6222. 

PHILADELPHIA — Dia! 0 ask for ENTER- 
PRISE 6030. 

PITTSBURGH — Dia! 211 ask for ZENITH 
0157. 

ST. LOUIS — Dial 211 ask for ENTERPRISE 
8336. 


(No toll charge on Enterprise & Zenith calls) 
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Quality-Built 





“Built better...to produce better quality"’ 
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how 
MATTISON 


Equipment 
jumps plant 
profits 


MATTISON DEPENDABILITY HELPS KEEP 


CONVEYOR-FED PRODUCTION RUNNING SMOOTHLY 


at Link-Taylor Corporation, Lexington, N. C. 


If profitable production in your shop depends on unin- 
terrupted flow of parts, then you will be interested in 
the performance record of these Mattison woodworking 
machines at the Link-Taylor Corporation. Three Matti- 
son fast-feed, straight-line rip saws, two automatic shap- 
ing lathes, and two high-speed electric moulders have 
been producing quality parts for fine bedroom furniture 
for more than five years, ‘“‘with less than eight hours’ 
downtime due to maintenance,” according to Mr. Archie 
L. Hodges, general superintendent. 


LOGI ALC as 
ce 





MATTISON 


WOODWORKING 
MACHINERY 


“Quality comes first in our production, but production 
is also very important,” says Mr. Hodges, “‘that’s why 
we buy equipment that gives us both.” Excellence of 
design and construction of Mattison woodworking 
machinery makes this kind of profitable performance 
and quality production possible in leading woodworking 
plants everywhere. For information on how these 
machines can help boost your plant profits, ask your 
Mattison dealer for a copy of ‘‘Woodworking Produc- 
tion Reports,’’ just off the press. 
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GUTSELL of Smart Living Stores, Inc. 





” 
CHARLES GUTSELL, JR., is ex- 
ecutive vice president of Smart 
Living Stores, Inc., the nation’s 
largest cooperative group of in- 
dependent furniture stores. 

Founded in Chicago in 1950 by 
four Chicago furniture dealers who 
banded together to pool their ad- 
vertising and buying, Smart Living 
Stores, Inc. has grown to an organi- 
zation of two hundred and sixty 
stores. Members are on a selected 
franchise basis and range in loca- 


tion from Maine to California and 
from Florida to Minnesota. 


Typifying Smart Living Stores 
across the nation are the Chicago 
members which include: United 
Home Furnishings, Sigal & Berg, 
Wolf Furniture House, Kushen 
Brothers Furniture Co., Fred B. 
Snite Furniture Co., Wendt Furni- 
ture Co., South Chicago Furniture, 
Harbor Furniture Co., Indiana 
Harbor, Indiana, Roberts Home 
Furnishings, Elmhurst, Ill. and 





MARK SHIPPING 


ceca... UNCRATED © 


YVity NAVL-CRESTON PADDED VAN 














NAVL-CRESTON DELIVERS 
NEW GOODS, UNCRATED, FROM 
FACTORY TO CUSTOMER OR 
STORE, READY TO USE OR SELL 





and 


CUT COSTS 
of 

CRATE MATERIAL 
CRATING LABOR 
EXCESS WEIGHT 
STORAGE SPACE 
UNCRATING 
HANDLING 


In one easy trip, experienced agents of North American Van Lines, Inc., 
Creston Division provide fast, safe delivery of UNCRATED home or institutional 
equipment, furniture or fixtures. You save costs of labor and materials for 
crating and uncrating. Cost of shipping and space for worthless crating is 
eliminated. You get faster, safer movement of your goods delivered when and 
where you need them. 





DO THIS NOW... 
UNCRATED SHIPMENTS AND CASE HISTORIES.” 


Phone or write for “FACTS ABOUT 














ON a) 
| North American Van Lines, Inc., CRESTON DIV. 

| Dept.G °* Fort Wayne, Indiana 

| Name 

| of Address ee 

| City State 

apscnns essere cs anne ces ees oath tt eines ia een aan lial ale anc - 
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GUTSELL 


Bobusch Furniture Co., Kenosha, 
Wisconsin. 


Gutsell resigned as vice president 
and general manager of Fred B. 
Snite Furniture Company to accept 
the responsibilities of directing the 
advertising and merchandising 
program of the growing group of 
stores. He stepped into the job this 
past May, exactly one month prior 
to the organization’s national mem- 
bership meeting which preceded 
the International Home Furnish- 
ings Summer Market. 


“Credits” for Gutsell in the in- 
dustry read like Who’s Who. After 
trying his hand at baseball as a 
hard-hitting shortstop in the South- 
ern Association, he entered the fur- 
niture business twenty five years 
ago. He was honored as Furniture 
Man of the Year in 1954. He is a 
past president and chairman of the 
board of the Chicago Retail Furni- 
ture Association and a founder of 
the Retail Carpet Salesmen’s School 
of the Chicago Floor Covering 
Dealers Association. He is also past 
president of the Furniture Club of 
America. 


Gutsell helped found the Chicago- 
land Home and Home Furnishings 
Festival and has taught sales promo- 
tion at the National Retail Furni- 
ture Association’s executive man- 
agement school since its inception. 
Last but not least in his accomplish- 
ments, Gutsell is the proud father 
of nine children. rN’ 








FURNITURE NEWS—First 
in Coverage — First in 
Readership and Results! 
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Marlite cleans 
with a damp cloth... 
resists heat, moisture 

and stains! 


A permanent, soilproof finish is only one of the many 
features you can be sure of when you surface furniture with 
Marlite. In addition, you’ll add more beauty and sales 
appeal with initial savings from 4c to 18c¢ per square foot! 


Marlite plastic finished panels cut and fit like wood, yet won’t 
splinter, crack, or split. You make substantial savings in time and material 
because Marlite is ready for use; eliminates sanding, staining, varnishing. 


Check into the profit possibilities of beautiful Marlite in 
distinctive wood, marble, and plain-color patterns. For complete 
information, write Marlite Division of Masonite Corporation, 
Dept.1012 Dover, Ohio. 


..it sells faster with MMALEC Rg 


PLASTIC SURFACES 








ANOTHER QUALITY PRODUCT 
OF MASONITE® RESEARCH 





RESISTS HEAT | RESISTS HARD USAGE RESISTS STAINS 


October, 1957 FURNITURE NEWS 











PROMOTIONS AND APPOINTMENTS 





@ Yale R. Burge, president of the 
National Society of Interior De- 
signers has announced the names 
of new officers of the organization: 
Dora Brahms, vp; Patricia Harvey, 
secretary, Robert Fox, treasurer; 
and Michael Greer, chairman ol 
the board of governors. 


@ Malcolm Stewart (New Hamp.); 
George McLaughlin (Maine); Har- 
ry Smith (Vermont); George Lin- 
coln (Mass.) John Hill (R.I.); and 
Harry Simons (Conn.) are winners 
of the 1957 Furniture World 
Awards of Merit presented annual- 
ly to the six outstanding furniture 
retailers of the New England area. 


®@ Robert J. Runge, former director 
of merchandising for Norge Sales 
Corp., Div. of Borg Warner, was 
recently named director of market- 
ing for Futorian-Stratford Furni- 
ture Co. The appointment of Wil- 
liam Richman as executive assistant 
to Elmer Klein, sales vp for the 
company was also announced. 


®@ Douglas Whitlock, chairman of 
the board of the Wood Office Fur- 
niture Institute, an association of 
desk and chair manufacturers has 
been given the distinguished Alum- 
ni Service award of Indiana Univer- 
sity. 








~ SINGLE SURFACER 





The NORTHFIELD 
No. 5 Single Surfacer 
is designed and built 
for heavy production 
purposes. It is ideal for 
pattern shops, sash and 
door and furniture 
plauts. 


It handles material up to 24” wide, 14” to 6” thick at a 
choice of speeds from 18’ to 36’ per minute. 


Separate magnetic starters with push button controls are 


used for each of the two motors. 


Pressure bars work in- 


dependently of each other close to knives permitting 
smooth planing without dubbing ends. 


Write for complete information. 


High Speed, Precision Woodworking Equipment 


BAND SAWS ®@ 
JOINTERS @ 
and Hollow Chisel) ®@ 


SURFACERS @ 
SAW TABLES @¢ 


WOOD SHAPERS 
MORTISERS (Chain 


UNIVERSAL WOODWORKERS 


NORTHFIELD 





FOUNDRY & MACHINE CO. 






NORTHFIELD, MINNESOTA., U. S. A. 
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@ Milton A. Cohen, president of 
Douglas Furniture Corp., recently 
announced the following appoint- 
ments for the company: Morton R. 
Cohen, executive vp and treasurer; 
Ray S. Garland, vp of sales and 
marketing; and Mrs. Mari-Louise 
Stuart, public relations and promo- 
tion director. 


@ Hardy Collins, was recently 
named sales manager of Sierra 
Furniture, promotional bedroom 
furniture manufacturer of Los 
Angeles. 


@ Harry Moats is now headquar- 
tered in Chicago devoting his entire 
time to B. P. John lines and re- 
clining chairs manufactured by 
John subsidiary CaliLounger, ac- 
cording to Fred Carstensen, gen- 
eral sales manager. 


@ Richard E. Burow is now in 
charge of style development and 
initiation of the merchandising 
program for all divisions of Kroeh- 
ler Mfg. Co. according to Fred 
Biestman, vice president in charge 
of sales. This job was formerly 
handled by Alden Peterson who last 
October took over direction of sales 
on all Kroehler dual-purpose furni- 
ture. 


e@ j. E. Hunt, former general man- 
ager of Craftmaster, Inc., Seattle, is 
new vice president and controller 
of Duo-Bed Corporation in Los An- 
geles. When Craftmaster was pur- 
chased in January, 1956 by the Eng- 
lander Co., Hunt was appointed 
factory manager of the plant. 
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FAMED FOR GOOD FOOD 


Cate Bohemia 


CLINTON & ADAMS ST. 
CHICAGO 
Closed Sundays 


Member: Esquire, 
Diners Club, Signet, 
Trip Charge, Approved AAA, 
Duncan Hines. 
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T. K. Creal Il, newly elected president of the 
National Association of Furniture Manufac- 
turers and vice president of Fancher Furniture 
Co., Salamanca, N.Y., receives the gavel of 
office and congratulations from retiring 
N.A.F.M. president, N. A. Eddy Ill, president 
of Habitant Shops, Inc., Bay City, Mich. 


NEW NAFM OFFICERS MEET with some of the members of NAFM Board 


(Top Row, L to R) — T. W. Rucker, Dixon-Powdermaker Furn. Co., Fred Kuehne Ill, 





Kuehne 


Mfg. Co., Harold Sprunger, Dunbar Furniture Corp. of Indiana, Victor Bukolt, Lullabye Furni- 
ture Co., Percy Tonk, Tonk Mfg. Co., Ralph W. Taylor Jr, Jamestown Table Co, and Jerry Metz, 


J. L. Metz Furniture Co. 


(Bottom Row, L to R) — Adrian VandenBout, Hekman Furniture Co., 


John Snow, NAFM, N. A. Eddy Ill, Habitant Shops, T. K. Creal Il, Fancher Furniture Co., Paul 
Brandt, A. Brandt Co. and Alldor Nord, Union-National, Inc. 


Furniture Manufacturers See 


Good Business for Rest of °57 


Business is expected to be good 
for the remainder of 1957 in the 
opinion of over half (56%) of the 
210 furniture manufacturers in 
NAFM’s fourth annual “How’s 
Business?” Survey. 

Last year at this time close to 
three-fourths (73%) evaluated last 
year’s prospects as good. Those 
who have shifted from the “good” 
outlook last year to “fair” this year 
undoubtedly are reflecting one of 
the philosophies (and fallacies) of 
our times. If business isn’t better 
than last year, it isn’t good! The 
booming expansion of 1955 and 
1956 produced the “expansive” 
outlook of last year. A year of 
leveling off has caused a deflation 
in their elation. 1957 is only slight- 
ly behind 1956 at this time. 

The concensus look for an in- 
crease in labor costs as well as ma- 


terial costs, but most see little 
chance to pass these costs on to the 
retailer. Only a third of the repor- 
ters anticipated an increase in the 
furniture manufacturers’ prices. 

Currently, the average factory is 
running on a work-week averaging 
only .6 of an hour less than in 
August last year. This survey in- 
dicated an average work-week of 
41.4 hours per week. 

The Summer Markets this year 
received an evaluation almost iden- 
tical with the 1956 markets. For 
54% these markets produced less 
volume than the 1956 Summer 
Markets, while 19% peuliood an in- 
crease this year, with 27% report- 
ing no substantial change. 

Road and mail order business 
since the markets has been fair or 
good for 87°%, of the manufacturers. 
However, more road and mail or- 





der business was in the fair and 
poor class this year than last year. 

These and other factors have 
affected the unfilled orders condi- 
tion this year. Unfilled orders are 
running 7 production days behind 
last year. The backlog represented 
31 days at current production this 
year. It should be noted that many 
sources feel that the unfilled order 
condition is and will continue to 
be a less important indicator due to 
the increased production capacity 
and the retailer’s demands for faster 
service. The vast majority of re- 
spondents believe retail furniture 
dealers buy primarily on a hand-to- 
mouth basis. This fact has been 
emphasized in each of the annual 
surveys over a 4-year-period. 

Encouraging is the fact that a 
larger percentage (31%) of furni- 
ture men feel that the retailers in- 
ventories are below normal. How- 
ever, the majority (60%) felt the 
condition of inventories to be 
normal. 











| your LABEL can be your STAR SALESMAN! 










RITE-HETE 
GLUE TANKS 


RITE-HETE TANKS (Cookers) keep 
prepared glue ready to tap into 
smaller pots — speed production. Fur- 
nished complete with cord, plug, auto- 
matic heat control and agitator. LOW 
operating cost. Made in 5, 10, 15, 20- 
gallon and larger sizes. 













Everything from silk labels and 
streamers to law labels. Top quality, 
lowest prices, fastest delivery. 








ALSO 
ELECTRIC GLUE POTS 
save time, isa} — wy Thermo- 


stat r size for every 
ie r) io-funes or larger. 
For more information write 


ROHNE ELECTRIC MFG. CO., INC. 
24 E. Hennepin Ave., Minneapolis 1, Minn. 


LABEL CORPORATION 


@ BOSTON: 1261-1295 Blue Hill Avenue, Boston 26, Mass. 

@ NEW YORK: 1472 Broadway, Room 523, New York, N. Y. 
@ CHICAGO: American Furniture Mart, Chicago 11, lil. 

@ MID-WEST: Roger Muther, 28 Thorndell Dr., St. Lovis 

@ WESTERN: Dick Dietrich Assoc., lL. A., San Fran. and N. W. 
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LETTERS 








They Want Furniture News 


. . . L received a copy of Furniture 
News at the NAFM Supply Show. 
It is timely and interesting. If we 
would qualify, we would like to re- 
ceive it regularly. Primarily we are 
bed equipment manufacturers to 
the institutional trade. 

MAURICE W. HUNTER 

Hunter Bed Mfg. Corp. 

Des Moines, lowa 


Kindly enter our subscription 
for Furniture News. If possible we 
would like to receive a copy of your 
latest issue. 

ALBERT D. COOK, President 
Cook and Meier, Inc. 
Chicago, 111. 


. . . | would appreciate very much 
your putting me on your mailing 
list. A number of executives and 
plant operating people at our plant 
receive Furniture News regularly, 
but since it is so difficult to get hold 
of one of these issues each time they 
come in, I feel that being on your 
list would be the only sure means 
of my getting copies regularly. 
JAKE JOHNSON 

Myrtle Desk Company 

Library Furniture Div. 

*High Point, North Carolina 








FURNITURE NEWS —First 
in Coverage — First in 
Readership and Results! 








Choose from six sizes of 


SUNDSTRAND “Job-proved” Air Sanders 


... then watch output climb! 





Six sizes of Sundstrand Air Sanders—weighing from 3 to 30 Ib—all 
suitable for wet or dry sanding, give you unmatched freedom of choice. 
Let us show you advantages of each—without obligation, of course. 


PN 





OS$-800—lightest weight orbital 
air sander on the market, at only 
3 Ib, packs the power and speed 
needed for production jobs. 





0$-700—single-pad orbital 
sander, weighing 5 Ib, operates 
over 6000 cycles per minute. 





1000—straight-line sander with 
big abrasive area, operates at 
2500 oscillations per minute, 
palm lever control, 7% Ib. 








$P-101—straight-line, single- 
pod sander, 3000 oscillations per 
minute, 5 Ib. 





minute. 


600—heavy-duty, straight-line 
unit for sanding, pumice rubbing, 
or polishing, 1100 oscillations per 








4000-—straight-line, two-pad 
sander with longer, slower stroke; 
2100 oscillations per minute, 9 Ib, 





SUNDSTRAND MAGNETIC-PNEUMATIC PRODUCTS 
Division of Sundstrand Machine Tool Co. + 1020 Ninth Street, Rocuford, lilinois 
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A name to remember in AIR SANDERS 


FURNITURE NEWS 


. . . Weare interested in obtaining 
a subscription to your publication, 
Furniture News. 


S. WALTER ARONSON 
Heyward Industries, Inc. 
Boston, Mass. 


... We are interested in your 
publication, Furniture News, and 
would appreciate being on your 
mailing list. At present, the extent 
of our furniture making is limited 
to kitchen cabinets and some inci- 
dental pieces of custom furniture. 
However, we do expect to expand 
into marble top end tables, book- 
cases and other items. 


We are quite certain that FURNITURE 
News will be a great help to us. 
GEORGE R. POLACHEK, Owner 
Hunter-Polchek 

Donora, Pa. 


. . . Will you please let me know if 
it is possible to subscribe to your 
publication FuRNiTuRE News. I am 
quite anxious to receive your pub- 
lication. 

E. N. NASLUND 

United States Plywood Corp. 
Buffalo, N. Y. 











© Immediate Delivery From Stock 


@ "Custom Look” at a Low Produc- 
tion-Price 

®@ Available With or Without One- 
Piece Ferrule-and-Glide 


© Walnut, Mahogany, Blonde, 
Black, Pumice Finish or Unfinished 


e 6” High 
WRITE! WIRE! CALL! TODAY! 


KRT, Incorporated + South Haven, Michigan 


Manufacturer of 
Quolity Furniture Parts 
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AUTO-NAILERS 


ARE THE GIANT STEP TOWARD 


AUTOMATION! 


They speed production because 
they automatically drive as 
many as 3 nails a second, un- 
der full control of operator: 
brad, clinch, or plain — as de- 
sired. Versatile, they do 101 
woodworking jobs, with prac- 
tically no set-up time. They can 
be remote-controlled. Multiple 
installations can be singly or 
gang-controlled. 

Hurricane Drive prevents 
splitting . . . no bent-nail cor- 
rection delays. Controlled pen- 
etration; accurate automatic 
countersink. 





The greenest operator can- 
not damage material; no half 
moons, no hammer bruises. No 
operator injuries, no flying 
nails. 8 AM accuracy at quit- 
ting time. 

For the first time the auto 
industry’s mass production me- 
thods can be applied to high 
quality woodworking. 

If you want an impartial en- 
gineering survey of what Auto- 
Nailers can do for your pro- 
duction and profit, write for 
full information. No obligation. 














MODEL 





Crusader—2 
Mercury—3 
Spartan—4 
Trojan—5 
Hercules—9 


WORKING RANGE OF AUTO-NAILERS 
NAILS WORK AREA 
Length Gage Height Depth 
Ywtol’ 18-19-20 9%” 2%" 
% to 1%" 17-18-19 93%" 2%" 
Ye to 1%" 15-16-18 35” 12%” 
%to wh" 15-16-17 1412” 812” 
Ya to 2%" 13-15 322” 15%” 
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AUTO-NAILER 


AUTO-NAILER CO., 269 Marietta St., N.W., Atlanta 13, Georgia 
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Auto-Nailer Company 
267 Marietta St., N.W. 
Atlanta 13, Georgia 


Please send me free information about 
Auto-Nailers. 


Firm Name 
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Title. 
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Photo Courtesy: ChromCraft Corp. 


ChromCraft Produces Own 
Foam Chair Cushions 


The nation’s only furniture man- 
ufacturer to produce its own vinyl- 
foam chair cushions, ChromCraft 
Corporation of St. Louis, Missouri, 
is the world’s only manufacturer 
of any kind to operate a large-scale, 
specially-built “chemical foam 
fabricator” in its own plant. The 
pioneering installation offers signi- 
ficant production economies, states 
ChromCraft president Andrew L. 


Stone, and gives the dinette manu- 
facturing company complete quali- 
ty control of the chair-cushion re- 
silience, durability and resistance to 
lacquer and detergents. 

Stone feels that these qualities of 
the new vinyl-foam make it a su- 
perior material in comfort compar- 
able to the resilience of foam rub- 
ber. In addition it is the lightest, 
longest lasting cushion material de- 
veloped and is easily adapted to 
specific new designs, as well as offer- 
ing storage and handling econo- 
mies. The vinyl-foam cushions have 
permitted the revolutionary new 
chair construction, he observes, in- 
troduced in the ChromCraft lines 
at the last market and already hav- 
ing a marked effect in the industry. 

The exclusive new chair (inset 
photo) provides an all-metal, form- 
ed seat-frame with a solid 234 inch 
molded pure foam cushion. The 
unique metal seat-frame made pos- 
sible by the new vinyl-foam cush- 
ion, in turn makes possible the re- 
markable snap-on assembly of 
swaged metal legs which simplify 
dealer storage and user conveni- 
ence. 


The vinyl-foam producing equip- 
ment at ChromCraft is the only 
such end-product manufacturer in- 
stallation in the world. It was man- 
ufactured by Fay Manufacturing 
Company, under specifications by 
Dennis Chemical Company after 
several years of joint research plan- 
ning and consultation. 

A three-way cooperative project 
accomplished installation and train- 
ing of ChromCraft personnel to 
take over full operation of the 
chemical production process on a 
basis of three full shifts. Producing 
over 400 pounds of vinyl-foam per 
hour, the equipment is automatical- 
ly adjustable to maintain uniform 
processing conditions and readily 
adaptable to week-end shutdowns 
or other interruptions. 
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CARBIDE 
FOooius 


DOING GREAT 
IN WOODWORKING 


Solid Carbide Knives, for Planer, Moulder and 
Tennon Machine Heads are improving quality, 
raising production and reducing maintenance 
costs. Lineberry cutter-heads may be equipped 
with solid or tipped carbide knives. Lineberry 
Engineering is at your service to properly equip 
your present machines with Carbide Knives. Start 
profits from Carbide 
cutting in your plant. 
Write us today. 











ROUTER BITS 


LINEBERRY Red Tang Tungsten High Speed Router 
Bits are widely used and preferred for long life, true 
running and smooth cutting. Ask for price list. 


ILINJEIBIERIRY 


FOUNDRY & MACHINE CO. 
318 Forrester Ave. North Wilkesboro, N. C. 








12 FURNITURE NEWS 


‘Choose the 


OLIVER Jig Saw 


that fits your needs best! 


| Interior and exterior scroll work are easily cut on heavy duty 
Oliver Jig Saws. Cuts all woods 
at high speeds. Easy, smooth 
operation. 





No. 173E Jig Saw 


Cuts work up to 9” thick 
with accuracy. Table 
turned 'gth way around 
to increase capacity. Table 
tilts 30° to right or left. 
New tension device insures 
smoothest work. Controil- 
ed by foot lever. Has V- 
belt or direct motor drive. 


No. 1735 Jig Saw 


Upper tension unit mount- 
ed on ceiling for unlimited 
: capacity. Table 72” or 34” 
Ee square. Easy to operate. 
Write today for Bulletin No. 173 
es containing lt details 
Cape 


LOLIV.ERY 


eS OLIVER MACHINERY COMPANY 


Grand Rapids 2, Michigan 
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Photo Courtesy: Spee-Flo Corp. 


New Pump Aids Handling 


of Finishes from Drums 


A divorced action pump which 
operates from any standard bung 
type drum, has been especially de- 
signed to meet requirements of the 
furniture and wood products man- 
ufacturing industry. 


Most furniture and wood prod- 
ucts plants are supplied clear lac- 
quers in bung type drums. Many 
manufacturers prefer to operate 
from the original drum and have 
been faced with the use of gear or 
single-tube reciprocating pumps 
with resulting maintenance prob- 
lems. 

The divorced action pump repre- 
sents real advance in maintenance- 
free handling of finish materials 
from original bung type drums. 

This air operated, reciprocating 
pump has a 2-1 ratio. It is designed 
to serve up to 5 guns. It may be 
mounted at the spray booth for 
direct supply to the guns, or at a 
central supply room dispensing 
material to booths a few hundred 
feet away. 


Use Self-Adhesive Labels 
To Streamline Operation 
A leading New England chair 


manufacturer is using self-adhesive 
labels to streamline its operation. 


For years, Nichols & Stone of 
Gardner, Massachusetts, had fol- 
lowed the practice of up-ending its 
chairs to mark on code and model 
data with water-gum stickers. 
Metal tags or chalk were substitut- 
ed from time to time, but these 
did little to speed the marking 
process, and occasionally peeled off 
or were obliterated. 

This system was less than satis- 
factory, but appeared to be the 
only method available until the 
New England firm came up with 
the idea of using pressure-sensitive, 
permanent-gripping labels. Labels 
require no moistening and can be 
applied simply by reaching under a 
piece of furniture. Since the com- 
pany’s line is extensive, it was im- 
possible to preprint all data, so the 
labels carry a blank space for 
stamping in code and model infor- 
mation. 


Now observing its centennial, 
Nichols & Stone is speeding up its 
marking process and providing 
permanent identification of its 
famous Windsor Chairs by relying 
on self-adhesive labels. 








The Marvelous 


the finishing touch 
in fine cabinetry 


Fine cabinets and millwork deserve 
K-V Hardware! It guarantees the high 
quality features you demand. 





Montgomery 


BLO-HOG 


Patents Pending 





ADJUSTABLE SHELVES 

Fool-proof K-V built-in shelf 
supports and standards make 
sturdy shelves that keep level. 
Will not tip or tilt under load. 





SLIDING DOORS 





YA wide variety of tracks and Rega 
page a, 


sheaves for every type door is 
available in the quality K-V line. 
_ Noiseless, smooth running. 


a, 
| 
a 
ca 





damage by 





rollers. 





DRAWER SLIDES 


Drawers mounted with K-V 
drawer slides won't stick, jam 
or sag. Models include under- 
drawer slide. Some with nylon 


Ss 
> 


ably low. 












You, Write for free literature 
¢. Cc, Cenadian Rep. 
& 6 KNAPE & VOGT 
RY wi MFG. CO. 
Grand Rapids 4, 
Michigan P. O. 
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(The only all-purpose 
hog in the world) 


Eats Up 
Everything! 


C.1.T. Terms Available 


... including Pine, Oak, Gum, Hickory, Elm, Cedar, 
Wet Veneer and Sandy Bark. Conveyor-fed — no 
attendant required. Positively protected from major 


tramp steel. All connections locked — 


nothing to shake loose. Maintenance costs unbeliev- 


“. .. Dear Mr. Montgomery: It is an unbelievable 
machine and it is still hard to believe that it is 
actually handling the enormous volume of 
scrap we are feeding into it. We operate 
the hog without an attendant — which 
means a considerable saving.” — J. B.7 
BLACK, Ocala Mfg. Co., Ocala, Fla. A 
Sumner iren Werks, Everett, Washington, W. Coast Rep. 
Cenedian Sumner 





iron Works, Ltd., Vancouver, 8. C., 


Write for bulletin and details 


JACKSONVILLE BLOW PIPE CO. 


BOX 3687 - JACKSONVILLE, FLORIDA 





FURNITURE NEWS 


13 








14 


FURNITURE NEWSGRAM 


EXCLUSIVE REPORT FOR YOU BY DAN ADAMS 


Investigators from a House subcommittee concerned about 
misleading advertising have been gathering information about 
fake pre-ticketing in the furniture and appliance industries. 
From all appearances there will be fireworks on this subject 
when Congressmen reassemble here early next year. 

This subcommittee, under Rep. John Blatnik (D., Minn.) 
has already raked over ads for cigarets and weight reducing 
pills. Before suspending for the Congressional recess, the chair- 
man made it clear that he thinks federal officials should be 
doing more about bait advertising. 

Recently, investigators from the subcommittee staff were 
closeted with Better Business Bureau officials in New York and 
Pittsburgh, where discussion reportedly centered on the upsurge 
in phoney price tickets. Staff personnel recognize pressure for 
fake furniture prices generally comes from retailers, but they 
take the position manufacturers must say “no” when this kind 
of pressure is applied. 

One instance cited by investigators involved a chair tagged 
for $60. When the retailer sells this chair for $40, the investiga- 
tor reports, the customer is still paying more than the chair is 
actually worth. “Deceptive comparative pricing causes mistrust 
for all advertising,” it is argued. “Unless more effective measures 
are taken to curb it, it is certain to have a serious impact on 
ethical companies which have trfed to resist the pressure.” 


Farm families buy their full share of furniture and other house- 
hold furnishings, according to a nationwide survey recently 
completed by the Department of Agriculture and Bureau of 
the Census. A run-down on spending habits for the nation’s 5 
million farm families show their budgets have a remarkably 
close relationship to the spending patterns previously reported 
for urban families of similar income groups. 

Farm families spent about a billion dollars in 1955 for house- 
hold furnishings and equipment, roughly 6.5% of their family 
budget, the survey shows. Over 300, reported they bought 
living room suites and 100,000 bought dining room suites. About 
500,000 farm families bought mattresses and innersprings, 150,- 
000 bought dressers, chests and vanities and 250,000 bought 
tables, desks and bookcases. This would mean farmers spent 
roughly $16 million for living room suites, $1 million for dining 
room suites and $2.5 million for mattresses and innersprings. 


Federal officials are pleased with plans now being perfected by 
building materials manufacturers and dealers for a long range 
promotion to sell U. S. home-owners on the need to modernize 
and improve their property. The ambitious project, worked out 
by the newly organized Home Improvement Council of New 
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the Quality test 





and COOS BAY HARDBOARD holds its running edge! 


Furniture sales are influenced by Appearance, Function, Price, Guarantee 
...COOS BAY gives you “the edge” on these factors! 


1. Appearance Light, natural color and smooth-on-two-sides, 
splinter-free surfaces make drawer sides and bottoms clean - looking, 
appealing to homemakers. 


2. Function Drawers must be easy gliding, silent without binding. 
Dimensionally stable Coos Bay Hardboard is permanently sttaight...no 
warping or twisting. Uniform internal strength and density gives excep- 
tional machining quality...makes perfect edges. Drawers slide easily, 
have the quality feel. 


3. Price You can offer a more competitive price. Coos Bay Hard- 
board is low in cost and 100% usable...no splits, no knots, no waste. 


4. Guarantee is furnished for every chest of drawers using Coos 
Bay Hardboard. Use it as your guarantee to increase sales. 










Saree 


GEORGIA — PACIFIC 


CORPORATION 


division of — = 


1/4” and 3/8” thicknesses 
successfully used in various 
systems of dovetailing, 

box joining, etc. 

SIZES: Up to 4’ x 16’; 
3/32”, 1/8", 3/16", 

1/4”, 3/8” thick. 


Outstanding as a base for 
veneer, plastics, finishes; 
exce//ent for mirror backs. 





For more intormation and sample write Georgia-Pacific 
Corporation, Dept. HB4, Equitable Bldg., Portland, Oregon. 


po-------____--------- 
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(Continued from page fourteen) 
York, is based on estimates that home modernization, when 
properly promoted, looms as one of the biggest unexploited 
business opportunities, with a potential equal or in excess of 
home building itself. 

The 1958 promotion is scheduled to “kick off” in January 
with a big contest especially planned to make people think about 
home improvement, and spur them into undertaking expansion 
and modernization projects. Sponsors predict the entire manu- 
facturing and furnishing industries will inevitably benefit from 
the interest that is generated. 

Meanwhile, recent changes in FHA mortgage terms seems to 
have given home building at least a temporary shot in the air. 
With bankers showing more interest in the new 514% FHA 
mortgage, the volume of loan applications has reached the 
highest level in more than two years, and the number of housing 
starts has increased more than usual even for the late summer 
season, so that the rate of construction passed the million mark 
for the first time this year. 


Businessmen who participated in the President’s conference on 
market and technical research for small business were assured 
salesmen can be used as valuable sources of marketing informa- 
tion. There were some important “buts”, however. For one 
thing, it is important to specify exactly what information you 
want them to bring back, and secondly, it is necessary to give 
them some instruction on how to get it. Most important of all, 
however, it is essential to use some restraint. “When a salesman 
is loaded down with a complex market research assignment,” 
one business man warned, “he may get so involved in this side- 
line that he will forget his chief job—selling.” 


The White House and Congress are both encouraging smal! 
firms to believe that oft-promised tax relief for small companies 
may actually become a reality next year. President Eisenhower 
has already indicated he will consider some modest tax measures 
to lighten the burden on small business. For example he has a 
plan which would enable small companies to pay the same tax 
rates as corporations. Another even more important proposal 
would preserve family ownership of small companies by author- 
izing payment of estate taxes over a 10-year period. 

His proposals fall considerably short of what small business- 
men think they need in order to grow, however, and a Senate 
Small Business Subcommittee under Sen. John Sparkman (D., 
Ala.) is planning hearings this fall so that businessmen can 
express themselves. While top corporation executives find it dif- 
ficult to believe, there is a surprising amount of sentiment 
among small businessmen for graduated income taxes on corpor- 
ation income like those which apply to personal income. 





Tough foreign competition is hitting such a variety of U.S. industries 
that the Tariff Commission is taking on the appearance of the 
busiest agency in town. In fact Tariff Commission has so many 
requests for protection from domestic industries that it has 
begun assigning priority to its cases, with special attention to 
the situations which cause the greatest amount of excitement in 
Congress. Some of the loudest complaints come from producers 
of raw materials, but there are also mutterings from specialized 
manufacturers, including manufacturers of industrial equipment 
and machinery. 
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Look whats happened to Hardboard 





— 





Weyerhaeuser 4-Square Industrial Hardboards 
help you quickly adapt to market trends 


IN DESIGNING for today’s style trends, you will find that Weyerhaeuser 
4-Square Hardboards have many built-in characteristics that can help 
you to achieve distinctive and unusual features... with substantial 
savings. 

For example, in the TV-recorder cabinet shown above, 4-Square Tem- 
pered Weytex* provides smooth, durable tops and end panels that can 
be easily finished with a beautiful wood grain pattern. Use Perforated 
Board to produce sliding doors that are warp-resistant and dimension- 
ally stable; use Standard Weytex* for back panels that can be die-cut 
and perforated in a single operation and, if desired, be formed into 
shallow draws and simple, compound curves. 

If you are concerned with production costs, it will pay you to have 
working samples of these outstanding Hardboards to see where and how 
they can help you gain a competitive edge without loss of product 
quality. Check types and thicknesses in box at right. For more details, 
drop us a line. 

*T.M. Reg. 
Weyerhaeuser offers Particle Board, too, as a core for veneers and 
decorative plastics. Send for descriptive literature. 


Weyerhaeuser Sales Company 
DEPARTMENT HH-107 
Special Products Division 
Tacoma Building * Tacoma 1, Washington 
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@ Tempered Weytex is smooth on one side, 
has a screen impression on the other side. 
Panels are light brown in color. Thicknesses: 
1/10”, 1/8”, 3/16”, 1/4”. 


® Standard Weytex is smooth on one side and 
has a screen impression on the other. Panels are 
light tan in color with a pleasing fiber pattern. 
Thicknesses: 1/12”, 1/10”, 1/8”, 3/16”, 1/4”. 


@ Weylite is smooth on one side with a screen 
impression on the other. Slightly lower in 
density than Standard Weytex. Made in two 
thicknesses: 3/16”, 1/4”. 


@ Perforated Board available in Tempered 
or Standard, is smooth on one side with a 
screen impression on the other. Perforated 
with 1” centers in both directions and 2” 

margins on edge and ends. Thicknesses: 1/8” 
and 3/16” with perforations 3/16” in diam- 
eter. Also 1/4” thickness with perforations 
9/32” in diameter. 


@ 4-Square Hardboards take all types of 
finishes including wiping stains, lacquers, air- 
dried and baked-on enamel. An ideal base 
for plastics, fabrics, veneers. Excellent gluing, 
laminating characteristics. 
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Store Fixture 
Firm’s Secret 
of Success 


Concentrated distribution and 
the incorporation of nationally ad- 
vertised parts in its production, is 
a sure-fire builder of business vol- 
ume for the small manufacturer, 
according to some experts. 


This theory seems borne out by 
the experience of Acme Fixture 
Company of Chattanooga, Tennes- 
see. Acme was formed in 1951 for 
the primary purpose of manufac- 
turing and selling a general line 
of store fixtures. A short time ago 
it was decided by Dewitt A. Mas- 
sey, president of the company, to 
add a line of kitchens—cabinets and 
work surfaces. 


These kitchens were largely built 
of Weldwood plywood and Micar- 
ta Unitops, both items widely ad- 
vertised and promoted by United 
States Plywood Corporation. 

The Unitop, a prefabricated top 
for cabinets and sinks, combines 
work surface and backsplash in one 
piece, a seamless sweep of plastic 
from front to back with no hard-to- 
get-at corners or dirt-catching mold- 
ings. This cabinet line, all custom 
built of wood, is marketed under 
the trade name of “Acme Built.” 


Distribution is confined to an 
area within a 75-mile radius of 
Chattanooga. The company’s cus- 
tomers include many leading build- 
ers and building supply houses in 
the Chattanooga section — Moore 
Building Corporation, Rogers 
Building Supply Company, Sam 
Raider Company and the Construc- 
tion and Improvement Company. 

At at recent builders’ show, where 
Acme displayed its line, 30 com- 
plete kitchens were sold by the 
company. Later they closed orders 
for kitchens in 160 homes of the 
$15,000 to $25,000 class and 50 
kitchens in homes of the $10,000 
class. 

Each kitchen is built as a separ- 
ate project, with the individual 
needs of the customer involved 
carefully studied and the findings 
made the basis of the kitchen de- 
sign. 

Sales passed up by other manu- 
facturers as unprofitable were 
closed by these versatile craftsmen 
to earn a proper return for the 
company. 
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The $-290 


BUILT IN 


a 


WIDTHS 


36” 
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38” 


40” 


42” 44” 


This fine new Whitney Planer embodies the most 
modern features in Single Surfacers. It is built in 
five widths, 36’, 38", 40”, 42” and 44” and has 
4-knife round cutterhead—will dress stock 8’ thick 
and as short as 14” when not butted or 3” but- 
ted.—Available on this new machine are: Variable 
feed unit giving feeds to 105 feet per minute.— 
Flexible or sectional chipbreaker.— Centralized 
adjustments for lower feed rolls, top feed rolls 


or 


SINGLE 








\ 
f + { 
\ 
QUALITY 
PRODUCTION 


URFACER 


WILL DRESS STOCK 


8” THICK, 


FEEDS 


TO 105 FEET PER MINUTE 





and pressure bar.—Cutterhead brake.—Graduated 
dial handwheel for .001 inch bed setting.—One- 
shot lubrication.—Automatic knife grinder.—Over 
100 years of experience, experiment, research, 
and plain down-to-earth “know-how” have gone 
into the Whitney products. Every feature which 
has been dictated by good usage in a production 
planer has been engineered and built into these 
modern Whitney Planers. 


Write today for specifications, prices, and full information on any Whitney machine. 


WINCHENDON 
MASSACHUSETTS 


U.S.A. GREENSBORO 


NORTH CAROLINA 
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NEW PRODUCT NEWS 








Press Brake 


in a modified design as a standard 
machine for form cutting of various 
materials such as foam rubber, rub- 
berized hair, cellulose sponge, etc., 
is now available. The light duty 
press brake is provided with wide 
bed and ram giving a die area of 
36” x 77”, has a stroke of 5”, a 
speed of 40 strokes per minute, 
and is driven by a 5 hp motor. — 
Dreis & Krump Mfg. Co., Dept. FN, 
7400 S. Loomis Blvd., Chicago 36, 
Hl. 


' 
i 


<se 





New Furniture Rests 


are being offered to manufacturers. 
The low silhoutte furniture rest has 
been developed to keep furniture 
height to a minimum and is avail- 
able in standard sizes to fit metal 
tubing or wooden legs. A brown 
plastic base is available for furni- 
ture utilizing legs of square metal 
tubing.—Industrial Div., Armstrong 
Cork Co., Dept. FN, Lancaster, 
Pennsylvania. 





*“*Formica Flakeboard’”’ 


a new high quality particle board 
composed of wood flakes and resin 
is now on the market. It is said to 
have many desirable properties 
such as superior machinability, 
good a characteristics and is 
a material that saws and planes 
easily. — Formica Corp., Dept. FN, 
4819 Spring Grove Ave., Cincinnati 
32, Ohio. 


20 





tes sell tipo > Be oe 





Plastic Tops 


for tables can now be had in figured 
walnut and mahogany with burls, 
as well as oak, birch, cherry and 
reproductions of imported marble 
and plain colors. — Marsh Wall 
Products, Inc., Dept. FN, Dover, 
Ohio. 





New Cut-Off Saw 


with a hydraulically-operated car- 
riage adjustable for both cutting 
and return stroke speeds is now in 
production. It is available in two 
maximum stroke sizes of 24 and 36 
inches. — C. O. Porter Machinery 
Co., Dept. FN, 666 Front Ave., 
N.W., Grand Rapids, Mich. 





Plywood Molding 

that offers maximum design poten- 
tial can now be had. This plywood 
molding utilizes tapered sections, 
and starting with narrow or wide 
plywood strips can be produced in 
any thickness or shape desired. An 
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armchair uses this plywood mold- 
ing very effectively. The arms ex- 
tend horizontally, then curve 90° 
to the first plane and curve 90° 
again—in a third direction. — Ply- 
craft, Inc., Dept. FN, Lawrence, 
Mass. 





‘“*Press-N-Spray”’ 


is the name of four new push-but- 
ton, aerosol-type, satin-finish stains. 
Simply spray on a matching touch- 
up color on wood furniture that 
has been scratched, burned, water- 
marked or defaced. Available in 
brown and cordovan mahogany, 
walnut and blonde. — Press-N-Spray 
Div., Saco Chemical Corp., Dept. 
FN, 527 Lexington Ave., New York, 
N. Y. 





“Tite-Joint Fastener”’ 


for assemblying wood panels, la- 
minated sink tops, counters, furni- 
ture and other wood applications 
where a tight, flush joint is re- 
uired, has now been developed— 
E. L. Cederquist Co., Dept. FN, 
5544 Alhambra Ave., Los Angeles 
32, Calif. 


Alume-O-Dized 


a new decorative metallic finish is 
now available for an entire line of 
ferrules and swivel glides for tubu- 
lar metal and wood furniture. The 
finish is corrosion resistant and is 
available in gold, silver and platin- 
um. — Arrowhead Assoc., Dept. FN, 
Meriden, Connecticut. 
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THE NEW CONCEPT 
OF MARKETING 


By Nathan S. Ancelli 


(Conclusion) 


By studying such things as the 
importance of color in the home, 
the necessity for mobility and mul- 
tiple function, the requirements 
for storage, and the manner in 
which our products will correlate 
and coordinate with what is pre- 
sently in homes as well as what is 
being sold currently. If your com- 
pany is sufficiently large to have a 
diversified production, you will 
want to carefully study the proper 
correlation of your own products 
into a full product line. You may 
say at this point that all this is a 
student’s job and you would be so 
right. However, this approach is 
becoming more vital every day. 

Then, after this research is done, 
we must channel our conclusions 
through either a staff design team 
or an outside designer, and we are 
ready for the next step of how to 
get these products to and through 
our dealers. Our sales organization 

orms this function and I be- 
lieve we should take a hard cold 
look at its efficiency. 

If there is any one place where 
we are woefully weak, it is in our 
organizing and planning for our 
sales force and in our distribution 
techniques. I may be run out of 
the ball park for saying it, but with 
the exception of a small number of 
people in our industry, we are 
generally about 25 years behind 
competitive industries in having a 
professional approach to selling. 

Let me explain: — The average 
manufacturer has a general idea 
that we should have a reasonable 
piece of geography “covered” by a 
group of men who are generally 
hastily selected, poorly trained and 
indoctrinated, slightly supervised 
and turned loose with some photos 
to individually spell out our des- 
tiny. They are generally indepen- 
dent contractors who have many 
unrelated lines and _ allegiances 


that work at cross purposes with 
ours. 
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This historical sales system has 
no more place in today’s pattern 
than the charming little grocery 
store of yesteryear. If you would 
like specific proof of this, ask a 
reasonable cross section of retailers 
this question. How much real help 
and direction do you get from your 
sales representative? The answers 
will shock you. I hasten to add 
that this is not the representative’s 
fault—but ours, due to lack of pre- 
paration and training. 

Today’s industrial formula re- 
quires you to have a manager who 
will sit on top of sales and be 
responsible for them, and devote 
his full time to the following im- 
portant problems: 

TO PINPOINT your best market- 
ing areas (should you have local 
saturation, large cities, national). 
CREATES sales territories that fit 
your particular sales needs. 
CAREFULLY SELECT your men 
to fit your companies’ needs and al- 
so your companies’ personality (de- 
scribe a salesman). (In addition to 
raw sales ability, a man today must 
be a business counselor, a merchan- 
diser, a trainer and teacher, a psy- 
chologist, a public relations man 
and a company ambassador. This 
is quite a tall order, but today’s 
marketing demands it). 
SERIOUSLY and intensively pour 
into him your company’s philoso- 
phy, methods, needs, product infor- 
mation, objectives and goals. 
TAKE THE TIME to train him in 
your merchandising policies and 
how your products are to be sold 
and why and what specific consu- 
mer needs they are to fill. Be sure 
he understands that selection of 
dealer is one of his most basic deci- 
sions. 

LET HIM SPEND several days in 
the plant to gain some manufactur- 
ing knowledge by understanding 
factory operations. Also a real 
briefing on administrative depart- 
ments and functions. 
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DEVELOP a compensation system 
that will key his efforts into the 
best interests of the company and a 
profitable operation, and be sure 
that it also enables him to earn a 
good income commensurate with 
his ability. A company is no better 
than the organized sales power they 
have on the firing line. 

NO MATTER how simple, have a 
sound statistical control over your 
men’s sales activities so you know 
at all times where your strengths 
and weaknesses are, so corrective 
action can be taken when necessary. 
SET territorial sales goals and bud- 
get on a realistic basis. 


MAINTAIN active supervision 
over the men’s activities to see that 
sales goals are met or know why 
they are not, and see to it that 
morale and effectiveness is main- 
tained on a high plane. This in- 
volves constant contact with the 
field and the men. 


REALIZE that your field man is 
supposed to be a teacher or maybe 
better a professor of marketing 
your product. This means that he 
had better know the problems of 
retailing your products, even better 
than his customers. He must know 
the answers to these problems and 
adapt or tailor these answers to 
each store situation. This means, 
you must assist your field men to 
become real students of their pro- 
fession. Not easy, but necessary 
today. 


Not only our sales force but our 
entire marketing team should de- 
vote much of its attention to our 
retail distribution system and 
methods for improving it. This 
becomes the real battleground in 
the fight for the consumer dollar. 


I have previously spoken about 
the new marketing concept and 
how it dictates all our plans for 
products, manufacturing, adminis- 
tration and finance. The comple- 
tion of the marketing cycle cannot 
be allowed to stop at our shipping 
doors. Much of our work will be 
dissipated if we allow this to take 
place. Execution of the program 
must flow to and through our 
dealer organization so that its 
maximum impact is brought to 
bear on the consumer. 


Remember that the consumer is 
the target for all our efforts and 
investments, and this becomes the 
focal point for our industry effort. 
Failure here would be much like 
spending a week preparing a feast 
for our friends and then forgetting 
to serve them. Unless we speed the 
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THESE FOUR PATTERNS of 
vinyl upholstery prints are charac- 
terized by a high standard of design 
and accentuated by coordination 
with hard surface plastic table tops. 
The 12-gauge material is 54 inches 
wide. Range from woven textural 
effects to modified abstractions. 
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Miss Furniture of America smiles 
in approval as she inspects — 
of Waldoroth Label Corp. which 
maintains permanent space at 
American Furniture Mart in Chic- 
ago. George Ross and Art Sanke 
represent the firm which produces 
labels for the furniture and bedding 
industries. 
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COLORADO is available in 13 
colors. 32-ounce heavy duty vinyl 
with strong elastic fabric backing. 
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Landers & Col-o-Vin 
Offer These Patterns 
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SCANDIA, available in nine colors, 
is heavy duty elastic backed and 
comes 54 inches wide and 27-0z. 
finished weight. 
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If you pride yourself on your Bedding and Furniture... 


Demonstrate its Quality Construction through 


STRENGTH of STEEL 


Wire 
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Perm-A-Lators Give You a Powerful New Sales Idea! 


Here’s a new selling reason that shouts 
QUALITY CONSTRUCTION! It scores with 
dealers and homemakers alike, because everyone 
knows steel is stronger . . . longer lasting! You 
can demonstrate the quality of your products thru 
“Strength of Steel” Perm-A-Lator Wire Insulators 


supporting the padding! 

NEW CUT-OUT KIDS DISPLAY shows why furniture and 
mattresses need the extra “Strength of Steel” wire 
insulators. These store-tested displays have proven 
—it’s easier to sell thru the “Strength-of-Steel” 
sales feature! 


Let This PERM-A-LATOR Sales Feature Help You Sell! 











<j FREE: Cut-Out Displays and Demonstrators 


WRITE TODAY — Get this new traffic-stopping display with 
the cut-out kids... new test display shows how Perm-A- 
Lators work with actual samples. . . nationally advertised 
tags. Powerful Perm-A-Lator Sales Aids that emphasize 
“Strength of Steel’’ quality in your products, 


Perm-A-Lator Wire Insulators made by 


FLEX-O-LATORS, INC. 


Carthage, Mo. Plants in Carthage, Mo., ond New Castle, Pa. 
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Comfort Spring 
Announces New 
Product Line 


On a theme that progress is the 
only salvation of the bedding and 
upholstery industry and that wher- 
ever old orthodox methods and 
products held the line, alert new 
competition displaced them, Mur- 
ray J. Rymland, president of Rym- 
land Industries, Ltd., expanded the 
background of the wide variety of 
new spring developments of the 
creative engineering firm bearing 
his name. 

Among the group of innovations 
including the new Delta-Loc, Pos- 
ture-Loc, Loc-O Pedic and Firm-O- 
Loc, he has also announced the de- 
velopment of long tests that pro- 
duced the entirely new Marsh-L- 
Loc. A new coil design was devel- 
oped for the Marsh-L-Loc employ- 
ing a barrel shape coil made with 
a special high carbon spring pack 
wire that assures deep, easy spring 
action throughout the entire coil. 

Its design also eliminates the use 
of sheetings and with the applica- 
tion of the long-proved Latch-Loc 
principle, twines which break so 
easily are also eliminated, hog- 
rings, too, which wear through the 
sheetings and helical ties which so 
quickly become noise-makers. The 
unit virtually approximates foam 
rubber with none of the problems 
of that material and provides an in- 
dependent coil action with far 
greater security in use. 

Comfort Spring Corporation, 
Baltimore, is the producing sub- 
sidiary of Rymland Industries, Ltd. 





Accessory Items for Bedding — A 
32-page catalog features a multi- 
tude of products used in the up- 
holstered furniture and bedding in- 
dustries. Illustrations and complete 
descriptions are given. — Bechik 
Products, Inc., Dept. FN, 650 Eustis 
St., St. Paul 14, Minn. 








Beecher Falls Mfg. Corp. 
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MARKETING 


(Con’t. from pg. 21) 
flow of furniture through our retail 
outlets, we develop economic arter- 
iosclerosis and hardening of the 
sales arteries which will result in 
creditors coronary. 

Why we should understand so 
much about the benefits of fast 
turnover and movement through 
our factories and so little of speed 
in our distribution system is be- 
yond me. Our industry is produc- 
ing many wonderful products but 
we are not getting through to the 
consumer. The greatest obstacle 
and threat we face in this direction 
has to do with retail systems that 
have been allowed to remain sus- 
pended in old habit patterns. The 
core of this problem is the fact that 
we are still fostering the “general 
type of furniture store” as opposed 
to the more specialized store. The 
“general” type of furniture store is 
one that handles and sells a little 
bit of many styles, types and kinds 
of furniture, floor coverings, lamps, 
accessories, appliances and other 
related items. 

The disease of assortmentites 
prevents intelligent arrangements 
of related items. Therefore, they 
are out of focus with the consumers 
requirements which is to have a 
decorating scheme first and then 
the furniture with which to accom- 
plish this end. The results are con- 
fusion and hesitation on the part 
of the women and too many times 
her dollars drift into other indus- 
tries products. By trying to be all 
things to all people, they wind up 
being nothing to anyone. They be- 


come dull, unimaginative with an 
absence of stimulation and do not 
perform the decorating service 
which is their prime function. 

The prelude to any sale is the 
creation of alive and hot interest 
to possess. The degree of this in- 
terest determines the ease of the 
sale, the size of the sale and the 
satisfaction of the customer. When 
a woman enters a furniture store 
she must have had a slight interest 
at least in a furnishing project. She 
certainly did not come in to see 
toothpaste. What happens to this 
interest is of paramount impor- 
tance to us. 

These consumers desires can be 
fanned into a fire if we give her 
what she wants which is the excite- 
ment and dramatics of home decor- 
ation rather than the routine, over- 
done and often fallacious price 
store. Remember our original mar- 
keting premise “That impact on 
and service to the consumer is our 
main objective”. If we cannot get 
our products and their message 
across to the consumer, we are 
hopelessly lost. 

The most crucial point in our 
entire sales program takes place 
here. This is the last for which the 
first was made. The exposure of 
our goods on a retail floor is exactly 
akin to opening night in the thea- 
tre. After months of preparation 
and work, the customers and critics 
are there to pass judgment on 
whether we economically live or 
die. If the play is poor, it has very 
little chance for survival. But even 
if it is a great play, it can be muti- 
lated and destroyed by poor scene- 
ry, poor acting and poor stage 























LYON RED BOOK Published since 1876 


Nationally Recognized as the 
Medium for Credit 
Protection 
Credit Reference Books 
Salesmen’s State Editions 


Credit Reports 


Experience 


(Pocket Size) Gives Justice to the 
Weekly Reports and and Protection te the 
Supplement Manufacturer 


LYON FURNITURE MERCANTILE AGENCY 


JOHN J. SIGERSON, General Manager 


Weekly Interchange of Trade 


Collections 
A National Organization That 
Deale: 


EXECUTIVE OFFICES 
185 MADISON AVE., NEW YORK 16, N. Y. 


Boston 14, Mass. 

; _ Rm. 1112, No. Sta. Indust. Bidg. 
High Point, N. C......... 107 West Green St. 
Cincinnati 2, Ohio...................+ 406 Elim Street 
Philadelphia 7, Pa......... 12 South 12th Street 
Grand Rapids 2, Mich. 

; Ass'n of Commerce Bidg. 
co A || ee 221 N. LaSalle Street 
los Angeles 15, Cal......... 1060 So. Broadway 
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direction. How many times have 
you seen fine groups of furniture 
fall flat because of these deficien- 
cies. 

We are prone to say that is the 
retailer’s fault, and we fuss and 
fume about this delinquency, and 
then immediately turn our atten- 
tion to designing new furniture 
that will probably suffer the same 
fate. It is no help to us that the 
retailers profits and success suffer 
the same short circuit. It seems to 
me there is one major way to cure 
this problem. 


We must recognize the principle 
and theory of specialization which 
dictates that a presentation to the 
consumer must be sufficiently spe- 
cialized so that an important and 
dramatic impact can be made on 
the consumer to stimulate a buying 
interest. So that, when a woman 
walks into a store she says — “Oh, 
isn’t this beautiful and exciting 
and full of ideas and suggestions 
for my home”, rather than — “Oh, 
how confusing this is and how can 
I determine what to do”. 


This objective can only be accom- 
plished through devoting a major 
area to a specific design theme and 
to then professionally coordinate 
and arrange the furniture, lamps, 
accessories, floor coverings and 
fabrics so as to spell out a method 
of almost automatic home decora- 
tion. The secret lies in what I call 
horizontal assortment rather than 
vertical assortment. Horizontal 
assortment puts together those 
products that have a natural affini- 
ty for each other such as furniture, 
lamps, rugs, fabrics and accessories. 
By putting together related items, 
the furniture develops an excite- 
ment and value and the consumer 
is given a decorating technique. 


Vertical assortment means the 
choice of many bedrooms in one 
area, dining rooms in another, 
lamps im another and so on. In 
horizontal assortment, we offer a 
suggestive and recognizable home 
decorating service our consumers 
need. Very few women are decora- 
tors. The wealthy ones can hire 
professional help. But where does 
our great and growing mass market 
find it? We in cooperation with 
our dealers, must provide this an- 
swer. A store, depending on its 
size, may have one cr more such 
areas and even have 4 or 5 special- 
ty operations under one roof. 

Incidentally, this theory leads 
more closely than you realize to a 
degree of self-service and in turn to 


(Con’t. on pg. 28) 
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Case Study F7-1. Amazing speed of 100 
DUO-FAST Air Tackers helped this plant 
boost daily output 73%. improved quality, too. Note 
how DUO-FAST design insures pinpoint accu- 
racy...even at speeds of 3 and 4 staples a second! 


100 DUO-FAST Tackers do 
“a month's work in 15 days!" 


Shown above is one short lap in a “race” 
between a leading western manufacturer 
and Christmas. Thanks to the amazing 
fire-power of some 100 Duo-Fast Air 
Tackers, the manufacturer won. 

Case Study F7-1 shows how they turned 
out a full month’s production... in just 
15 days. Average daily output rose 73%! 

Precision Duo-Fast tacking can in- 
crease your plant’s efficiency, too. With 
over 150 staple-tacking models, your 
Duo-FastT man has a tool for every furni- 
ture need. And remember: 

Duo-FasT is the equipment with the 
Free Service Guarantee. Why not send 
for Case Study F7-1 today? 





For fastest manual tacking 
you can't beat DUO-FAST 


Hammer Tackers. Rugged, yet light 
wy ... with Engineered Balance to cut 
fatigue. Only DUO-FAST offers 






such a wide range of manual and 
air-powered tools. 


Staplers - Tackers - Staples 


FASTENER CORPORATION 
3750-54 River Road, Franklin Park, III. 





Without obligation, please send us: 


[] DUO-FAST Case Study F7-1 
(‘Automation in Upholstering’’) 


Cj Full data on DUO-FAST stapling tools for 
furniture manufacturers. 


Name 





Firm 





Address. 
City Zone State 
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wrinkles out of furniture selling 








>" wrinkle-free upholstered furniture 
results from a smart inside job by cotton 
cushioning. Cotton meshes with upholstery fabrics 
and holds them firm . . . prevents irregular edges 
and unsightly wrinkles. Cotton-cushioned furni- 
ture keeps its new look longer and keeps your 
customers better satisfied. You’ll build volume by 
offering customers the best values . . . and in 


furniture that means COTTON cushioning. 





It’s smart to sell 


COTTON 


cushioned furniture 


Advertised in 
national magazines 





| National Cotton Batting Institute and National Cotton Council, Memphis, Tenn. 
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CLASSIC pattern of Nylo-Saran is 
designed to fit any period and any 
setting. Available in a wide range 
of tone-on-tone colors including bis- 
que emerald green, chinese red, 
gulf green, fiesta gold and avocado. 
Made by Virginia Fibre Corp. 





MANUFACTURERS 

REPRESENTATIVES 
The Fishbone Connector is being 
enthusiastically accepted by some of 
the world’s largest furniture manu- 
facturers in the United States and 
abroad. Several territories are still 
open for representation of this 
unique, patented, K.D. fitting to 
the furniture industry. Write full 
details. Box 10-A, Furniture News, 
666 Lake Shore Drive, Chicago 11, 
Illinois. 
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diminished distribution costs. | 
wonder how many of you are fami- 
liar with the success story of pre- 
sently operating specialty furniture 
stores. Their sales per square foot, 
their traffic, their low overhead, 
their great service to their custo- 
mers and their profits. If not, bet- 
ter learn. This is every bit as much 
our problem as manufacturers as it 
is the retailers and we must do all 
possible to further this kind of pre- 
sentation of our goods, if we hope 
to expand for greater production. 
It is the only way that we can use 
the “Theory of Obsolescence” prop- 
erly. 

Unless we and our dealers can 
make consumers unhappy with 
what is in their homes, obsolescence 
becomes merely another nice sound- 
ing word. The only place where 
obsolescence works effectively is in a 
home and this will take place only 
after the customer sees good reasons 
why she should replace her present 
furnishings with new ones. Obso- 
lescence becomes a horrible and 
costly detriment to us when it works 
between us and our dealers. When 
we manutacturers pile new mer- 








THE SCHWAB RUBBER Company, 
Inc., of New York, was honored 
recently by the Goodyear Tire & 
Rubber Company for being the old- 
est Goodyear Airfoam distributor. 
Willy Schwab (second from left), 
president of the New York firm, is 
congratulated and presented a 10- 
year friendly relations plaque by E. 
J. Thomas, Goodyear president. 
Looking on, left and right, are J. E. 
May! and R. E. Pauley of Goodyear. 





chandise on top of new merchan- 
dise, we only obsolete our dealers’ 
stocks, and thereby create mark- 
downs, over-inventories, slow turn- 
over, evaporating profits, and a 
general bogging down of industry 
activity which chokes us to death. 

We must, through our sales staff, 
help our dealers create obsolescence 
where it really counts. This then 
leads us to the concept of distribu- 
tion that puts us and our retail 
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STATESVILLE. PLANT 


900,000,000 Fasteners 
Kept in Stock 





WAREHOUSES COAST TO COAST 


NEW YORK CHICAGO DALLAS - LOS ANGELES 


All sizes, head styles, finishes in Steel, Brass, 
Aluminum, Silicon Bronze, and Stainless 
Steel. Phone, wire or write on your Com- 
pany letterhead, to Box 1360-FN, States- 
ville, North Carolina. 
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MAKE Soerdeea_YOUR STOCKROOM 
FOR QUALITY FASTENERS 


Keep Your Inventory Low...We Stock For You 


Wood Screws* bd Stove Bolts e 
A, B, C & F Tapping Screws* ° 
Dowel Screws ° 


Machine Screws* 
Wood and Type U Screws 
Hanger Bolts 


Roll Thread Carriage Bolts 


South 


*Phillips or Slotted 


SCREW 


STATESVILLE e 


COMPANY 


NORTH CAROLINA 
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outlets on the same team. We must 
operate with fewer resources. A 
natural evolution will be a highly 
selective or franchised system of 
professional specialists answering 
the decorating needs of America at 
all levels. This is happening rather 
rapidly and you should be aware of 
it. This will carry our marketing 
concept to its logical conclusion. 


There is nothing really new 
about retail specialization, as you 
have seen it put into profitable 
practice with food stores, auto 
dealers, shoe stores, fashion stores 
and in chain stores. The only new 
part is that it is about to happen 
to us. If you agree with these con- 
clusions, you will then have to tell 
and sell this gospel by every means 
at your disposal so that we may 
more rapidly benefit from the re- 
sulting consumer interest. 


One last suggestion on this point. 
We should weave into our sales and 
promotion programs every possible 
tie-in with our fellow home fur- 
nishers in the floor covering, fabric, 
lamp, paint and accessory lines. 
This can be accomplished through 
common advertising, display pub- 
licity and dealer promotion. In 
our effort to increase home furnish- 
ing consciousness, one hand washes 
the other, and our broad picture 
of coordination and correlation en- 
compasses all these related lines. It 
also involves keying our efforts in 
with architects and builders who 
create the shells for us to decorate. 


If you want to take a fanciful 
flight into the future of our devel- 
opment, you can easily come to the 
logical conclusion that houses, land- 
scaping and interior decoration will 
one day be a “one world” of selling, 
and may very well all be merchan- 
dised, presented and sold through 
a single establishment. It certainly 
represents the ultimate in true co- 
ordination and correlation. If our 
real goal is delivering “home beau- 
ty and comfort” to our public, it 
will some day be accomplished 
through these means. 

The power of a_ coordinated 
program lies in the fact that it 
makes available to the consumers 
exactly what they want, the way 
they want it. Only under these cir- 
cumstances will they lay down their 
hard earned cash to buy it. This 
approach will open a flood of busi- 
ness second to none we have ever 
seen. 

All that I have said leads to the 
simple conclusion that to meet the 
demands of today’s consumer re- 
quires a professionalism in every 
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phase of marketing, to say nothing 
of the areas of engineering, manu- 
facturing and finance. It is most 
difficult for a small or medium 
manufacturer to achieve all these 
results. There are so many fine 
competitive products being made 
that never really get their heads 
above water because of the limita- 
tions of marketing abilities. 


We probably are facing an era 
when it will be necessary for 
smaller manufacturers to either 
pool their interests or actually go 
through a merger stage to achieve 
sufficient size so that they can gain 
these benefits. Even our retailer 
friends are banding together in var- 
ious ways to develop strengths of 
management and methods. It will 
take organization, management 


men, productive facilities and 
money to develop this power posi- 
tion for our industry. 

It cannot adequately be accom- 
plished in an industry of relatively 
small companies trying to match 
the power of the big boys in other 
consumer fields. It may be difficult 
to leave some of the pleasurable 
aspects of small business behind us 
but we must be realistic enough to 
see and understand the emerging 
industrial formula operating in our 
economy and move forward with 
it. It will not happen very quickly 
but I believe you would be wise to 
stay close to these developments. 
We have a glorious contribution to 
make to our American way of life, 
and I trust that we will each add 
our bit to our industry effort. 








greatest home furnishings dealer-buyer circulation! 


you get 
the most in 





NATIONAL 


/urniture 


HOU’ 


The only ABC publication reaching ALL the members 
of the National Retail Furniture Association . . . 


THE STORES THAT DO 85.4% OF ALL RETAIL HOME 
FURNISHINGS SALES...OVER $5 BILLION A YEAR 


Y Review reaches more furniture dealer-buyers than any other publication . . . 
8,975! No heavy waste circulation among manufacturers... . you reach more 


of the men you can sell. 


Y Review reaches both large and smaller retailers whose sales total billions an- 
nually in furniture, bedding, floor coverings, TV, radios and phonographs, major 


appliances, lamps. 


Y Review is the basic business magazine of America’s home goods retailers . . . 
their authoritative source for operating information and merchandising ideas. 
Your ad in Review is enhanced by the reader's confidence in this top manage- 


ment publication. 


Va Review is your basic medium in your basic market. if you use only one publica- 


tion in the furniture store field, it should be Review... 


if you use more than 


one, Review should head your list. Here your budget stretches farther... you 
reach the most for just a few cents per reader-buyer. 


4 Find out today how Review can help you get a bigger slice of the multi-billion 
dollar home furnishings market. Write for free sample copy and marketing data 


on the home goods field. 


NATIONAL FURNITURE REVIEW 


666 Lake Shore Drive + Chicago 11, Illinois 


FURNITURE NEWS 


@® 


29 








Elastic fabric back Masland Duran iy upholstery 








the new soft ‘hand’ 
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These exclusive FURNITURE News charts are 
based on data supplied monthly by N.A.F.M. 
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help sell more Sofabeds 
because their 
advantages can be 


DEMONSTRATED 


Positive-Lock means what it says. 
Simply lift the seat all the way. Both 
hinges lock every time! No need to 
listen for the click. 

You can prove this to customers 
quickly, convincingly. You sell better 
furniture at a higher ticket with no 
complaints, no service calls. Insist on 
sofabeds with Seng Positive-Lock 
Hinges. 

Other Seng devices for 

Bed Davenports * Extension Tables 

Reclining Chairs * Revolving Chairs 
Platform Rockers 
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This fine, friendly 


hotel is newly re- 
modeled and air- 
conditioned to give re 


you the best 
Havana Holiday. 





Lunch on the terrace around 
the popular swimming 
pool. (A safe wading 
pool for children 


wer* 


adjoining) (ill ll 
HOTEL PRESIDENTE 
159 ROOMS 150 BATHS 


Havana, Cuba 
Members of Diner’s Club 
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ADVERTISERS’ INDEX 


Co re 11 
American Furniture Mart ................. 3rd Cover 
American Publications, Inc. ............... dg-bh. sah dadast ” 
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DISTRIBUTION in over 4,000 plants which do 94.6% of buying 
in furniture, bedding and upholstering industries in U.S.A. 


EDITORIAL content based on selected news which affects design, 
profitable production and marketing of industries’ products! 


READERSHIP by executives responsible for management, production, 
purchasing, sales and design who get what they ask for! 


ADVERTISING poges increasing steadily as Furniture News proves 
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its value in sales, service and prestige benefits! 


SUperior 7-6110 e SUperior 7-4100 e Teletype CG 2583 


WANT MORE DATA? YOU MAY PHONE FREE! 


@ NEW YORK—Dial 211 ask for Enterprise 6698 
@ BOSTON—Dial 211 ask for Enterprise 0340 
@ CLEVELAND——Dial 0 ask for Enterprise 6222 
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@ PHILADELPHIA—Dial 0 ask for Enterprise 6030 
@ PITTSBURGH—Dial 211 ask for Zenith 0157 
@ ST. LOUIS—Dial 211 ask for Enterprise 8336 
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Jacquards 
Boucles 
Damasks 
Friezes 
Linens 
Acetates 


Nylons 
q>PE DING 


uphaiony fli 


The vast range of Golding patterns, all selected by home 
fashion stylists, provides you with a fabric for every type of furniture. 
For covers that put your upholstered pieces in a better profit picture, 
check first with Golding. You'll get more for your money, too! Ask 
about Golding’s Merchandising Aid Plan. 








Golding Upholstery Fabrics e P. O. Box 1511 e High Point, N. C. 


etvict Seles O _ 241 Church St. Amer. Furn. Mart 1012 Santee St. 
District Sales Offices: Now York, N. Y. Chicago, Ill. Los Angeles, Cal. 


Golding’s Spacious New High Point Home 
43,000 sq. foot warehouse allows for stor- 
age of patterns in depth. You get faster 
service on your fabric orders. 








GOLDING UPHOLSTERY FABRICS A DIVISION OF GOLDING BROS. CO., INC., NEW YORK, N. Y. 
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BIG Business Can Help You! 


AN AREA OF OPERATION that could spell 
bigger profits for furniture manufacturers was 
pointed out to small businessmen attending the 
President’s Conference on small business prob- 
lems in Washington last month. It was CO- 
operation. Cooperation with trade associations, 
trade publications, industry consultants, with 
each other—yes, even cooperation with BIG busi- 
ness. 


Big business can be an important ally of small 
business. It doesn’t have to be a dirty word to 
small businessmen. Most of the big businesses 
started small. They got big in the good old 
American way of providing better goods and 
services against all competition. It isn’t neces- 
sary to continue pointing a finger at them for 
misdeeds a few may have committed in the past. 


With assets and resources in the billions of 
dollars big business can, and often does, provide 
aids to small business that cannot be developed 
efficiently or economically by smaller organiza- 
tions. No one needs expect them to play a big 
brother role. They are motivated very frankly 
by self-interest. But they realize that by helping 
furniture men sell more furniture they automa- 
tically help sell more of the raw materials and 
components they supply. 


Among the fields of cooperation recommend- 
ed by speakers at the Washington meetings were 
research, industry-wide statistics, marketing and 
distribution. Advertising, as such, was not 
stressed. At the moment, however, it happens 
to be one of the fields where there is a lot of 
very interesting action. Help to the furniture 
industry in the form of well-coordinated con- 
sumer programs is growing and there would be 
even more if they were cultivated and encour- 
aged more generally. Next time an important 
supplier calls it might be well to familiarize 
yourself with what he is doing. Many of the 
larger furniture manufacturers are already help- 
ing plan and execute such programs. More could 
be done by the rank and file of smaller firms. 


Advertising and promotion programs take 
many forms. Among the most familiar is U. S. 
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Steel Corporation’s “Operation Snowflake,” and 
other campaigns aimed more specifically at sell- 
ing more furniture and bedding. The beautiful 
color pages of decorator-designed rooms run in 
consumer magazines by U. S. Rubber Co. in be- 
half of their vinyl upholstery and foam rubber 
cushioning will help sell a lot of furniture. 


Avisco’s Integrity Tag program administered 
by N. W. Ayer & Son is another form of selling 
aid and The Seng Co. has a highly effective pro- 
gram aimed primarily at helping sell more 
furniture using their products direct to dealers. 
To these must be added the splendid efforts 
of Alcoa, Allied Chemical, Monsanto, nearly 
all of the big rubber companies and others too 
numerous to mention. 


Most furniture manufacturers fall within the 
range prescribed for classification as small busi- 
nesses. Even the larger units in our industry are 
small compared to some of today’s giant corpora- 
tions. Going down Fortune’s list of the 500 
largest corporations there isn’t a furniture man- 
ufacturer among the first one hundred. And 
Advertising Age published a list of 100 largest 
advertisers without a single furniture manufac- 
turer represented. Even the smallest of these 
budgeted more than $2,000,000 expenditures an- 
nually. The largest, General Motors, was $162,- 
000,000 for advertising in a single year. 

Administering such budgets is no easy prob- 
lem. Most of the large companies would wel- 
come suggestions that will help them and their 
customers. Furniture manufacturers, when they 
play this latter role, might well help them spend 
their money more effectively. The perfect pro- 
gram has not yet, and probably never will be 
developed. But cooperation can improve some 
of the present programs and stimulate new ones. 
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NATIONAL FURNITURE DESIGN SHOW 


eR pel 





A preview of brand new merchandise, much of As they have for the past decade, the National 


it available for January and February selling; fill- Association of Summer Furniture Manufacturers 


ins for holiday business, and a good look at what's will concentrate their Fall showing at the Ameri- 


ahead, to enable you to plan your January and can Furniture Mart. Casual furniture—for indoors, 


Spring buying—with a full knowledge of what's and for the porch, lawn and patio, will be intro- 


in the field. First hand, leisurely contacts with duced in the 1958 versions. Capitalize on this 


top management will give you a picture growing field, by attending this estab- 
of what's ahead, in plans for advertising, lished, highly-successful institution, A 


promotion plus display techniques. 


ms 
— 


i HH] "Must" for aggressive merchandisers. 











HAS IT! 


Furniture Center of the World! 








Location convenient to all! 
Comfortable travel, all kinds! 


Abundant hotel 
accommodations! 















































Fine food and recreation! 











Inspect stores in “Big Town’! 


@ Wonderful October Weather! 
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Sides one roof! « Fle i 
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COULD BE 
YOUR 
STORY! 










































with new FAY & EGAN Né. 969-20" x 8” 
four-side Planer, Matcher and Moulder 












“|, we were using four separate machines to 
process our church seats. One machine was used 
to rough plane the stock, a shaper for nosing 

the front edge, a jointer for beveling the 

back edge and an outmoded matcher for scooping 
the contour of the seat. The new machine we 
purchased from you does all four of these 
Operations at the same time. 


“We are now turning out twice as many pieces 
per day and have also cut production 
costs by more than 40%.” 


Superintendent, LEIRD Manufacturing Co. 


Write today for complete 
information and prices! 


J.A. FAY & EGAN 


2027 Eastern Avenue e Cincinnati 2, Ohio 


Electrical Profile Grinding, Jointing 
and Setting Attachment for top and 
‘bottom cylinders. (Optional) . 





